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Abstract 
 
In our days, modern consumers are more preoccupied by issues related to food ethics and a sustainable consumption, 
mainly because of the various possibilities of gathering information of how it is produced, leading to question the conventional 
agriculture in favor of the organic farming and organic agriculture and organic products seem to meet their needs, as health 
attributes became almost more and more important. The aim of this present study was to highlight the consumer’s perception 
towards organic farming within the North-West Development Region of Romania, by using a survey based on questionnaire, 
applied on a sample of 420 respondents. The collected and analyzed data can be organized into three main categories: socio-
demographic characteristics, perception about organic agriculture, and perception about organic products. The descriptive 
statistics and chi-square were used to analyze the data. The sample consists in 33.6% female consumers, and 66.4% male 
consumers. The age distribution was relatively uniform between the age categories of 30-59 while only 9.3% of respondents 
aged over 60 years. Regarding the educational leval of the respondents, most of them graduated high school, while only 1% had 
no studies. The study revealed that there was an influence between the respondent’s socio-demographic profile and their 
perception towards organic agriculture. Regarding the gender, it seems that the vast majority of respondents who agreed that 
organic agriculture protects the environment, and disagreed with the use of chemical fertilizers and pesticides in organic farming, 
ware of male gender. In what concerns the educational level, it can be noticed that the respondents with a higher education level 
(at least high school) disagreed with using chemical fertilizers and pesticides in organic farming, and with the statement that 
organic agriculture can be sufficient to ensure the necessary of agricultural products nationally. 
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1. Introduction 
 
 Over the last two decades there has been a 
shift in consumer behavior of food, mainly because 
of the various possibilities of gathering information 
of how it is produced, leading to question the 
conventional agriculture in favour of the organic 
farming. 
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Modern consumers are more preoccupied by 
issues related to food ethics and a sustainable 
consumption, and organic agriculture and organic 
products seem to meet their needs. Health attributes 
became almost as important as hedonic attributes 
(taste, flavour) during the decision-making process 
for food [5].  Saba and Messina argue that the 
increasing demand for organic food ocured 
simultaneous with the decreasing confidence in 
conventional agriculture and important health 
concerns [10].  
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Crowder and Reganold [4] highlighted that the 
organic agriculture developed because of the 
limitations of conventional agriculture in terms of 
environmental sustainability (greenhouse gases, soil 
degradation, biodiversity loss etc.).  
Even if only 1% of the world surace is 
allocated to organic farming, many authors predict a 
rapid expansion of this alternative faming system. 
Tuck et al. concluded that organic farming has a 
positive impact on species richness [13]. Previous 
studies regarding the organic food market emphasize 
a majour direction: analyzing the main reasons for 
which the consumer preffers organic food products 
instead of conventional ones and how are being 
percieved. Many scholars underlined in their findings 
the fact that consumers perceive oganic products 
healthier, safer, more nutritios, environmentally 
friendly, contribue to animal welfare and to reducing 
pollution [1, 15, 9 11, 12, 14, 2, 7].  
 
2. Material and Method 
 
The research was conducted in the North-West 
Development Region of Romania, in order to identify 
the consumers’ perception regarding the organic 
products and farming. The organic farming is 
currently a viable alternative to the conventional one, 
also in Romania. According to the Romanian 
Ministry of Agriculture and Rural Development the 
number of certified organic farmers increased 
substantially from 3.155 farmers in 2010 to 12.231 
farmers in 2015. The total surface occupied with 
organic farming increased also, from 182.706 
hectares in 2010 to 245.923 hectares in 2015.The data 
were collected using the survey based on 
questionnaire (Table 1).  
 
Table 1.Socio-demographic characteristics of the 
respondents 
 
Variables % 
Gender 
Female 33.6 
Male 66.4 
Age 
20–29 13.5 
30–39 24.3 
  
40–49 30.6 
50–59 22.3 
>60 9.3 
Education 
Illiterate 1.00 
Less than high school 9.3 
High school 53.4 
University 35.3 
A total number of 420 questionnaires were 
distributed, with a response rate of 92%, in the end 
being validated 386 questionnaires. 
The collected and analyzed data can be 
organized into three main categories: socio-
demographic characteristics, perception about 
organic agriculture, and perception about organic 
products. The descriptive statistics and chi-square 
were used to analyze the data.  
The sample consists in 33.6% female 
consumers, and 66.4% male consumers. More than 
50% of the respondents are over 40 years old, and 
none of them have less than 20 years old, and the 
majority graduated the high-school (53.4%). 
 
3. Results and Discussions 
 
A set of 12 statements were used to determine the 
perception of consumers regarding the organic 
farming. The statements took into consideration 
aspects related to the inputs and agricultural 
production, and the effect on the environment.The 
results reveal that more than 75% of the respondents 
totally agree that the organic agriculture, even in 
exploit the natural resources (mean 4.08), at the same 
time protect the natural environment, due to the lower 
quantity of chemical fertilizers and pesticides used 
with mean of 1.97 (Table 2).  
The respondents agree that the organic farming 
cannot assure the needs of agricultural products at 
national level (mean 2.75), due to the lower quantity 
of production (mean 3.89) as the majority strongly 
agrees with. The organic farming is seen as being 
more appropriate for the small and subsistence farms, 
than for large farms, more than 65% of the 
respondents agree with this. This answer has a direct 
link with the consumers perception about an organic 
product is. 
Comparing with the results obtained by 
Meixner et al. [6] where 5% of the respondents 
consider that organic products are obtain in small 
farms, in the case of the Romanian consumers more 
than 40% agree that these products are coming from 
small and subsistence farms (mean 4.83), and in 80% 
of the cases they agree than organic products are 
natural ones with mean of 6.42 (Table 3).  
Even if the consumers see the organic farming 
more appropriate for small farms, they agree (more 
than 40%) it involves high capital investment. A 
contradiction can be noticed in this case, because for 
small farms is difficult to assure a high capital 
investment in organic agriculture. At the same time it 
was noticed that an important percentage of the 
respondents (around 40%), do not agree that the 
organic products are those officially certificated 
having a specific label. 
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Table 2. Perception of organic farming 
Statements Scale (%) Mean Std. 
deviation 1 2 3 4 5 
1. Protect the natural environment 3.6 0.5 6.2 14.5 75.1 4.57 0.915 
2. Exploit natural resources 7.8 4.1 13.5 21.2 53.4 4.08 1.237 
3. Use chemical fertilizers and pesticides 61.1 7.3 14.5 7.8 9.3 1.97 1.382 
4. Use natural fertilizers and pesticides 17.1 5.7 10.9 17.6 48.7 3.75 1.519 
5. Low agricultural production 5.7 7.3 22.3 22.3 42.5 3.89 1.201 
6. Can assure the need of agricultural produces at national 
level 
27.5 15.0 25.9 18.1 13.5 2.75 1.383 
7. Suitable for small and subsistence farms 6.2 7.8 19.7 23.3 45.7 3.89 1.221 
8. High financial resources for inputs 11.4 8.8 20.2 22.3 37.3 3.65 1.356 
9. Involve more working power than conventional 
agriculture 
22.3 15.5 26.9 13.5 21.8 2.97 1.434 
1 – totally disagree, 5 – totally agree    
 
Table 3. Perception of organic products 
Statements 
Scale Mean Std. 
deviation 1 2 3 4 5 6 7 
1. Products without additives  5.7 0.5 4.1 3.1 6.7 16.6 63.2 6.07 1.645 
2. Products officially certificated 6.7 3.1 6.2 13.5 14.0 20.2 36.3 5.3 1.819 
3. Products without preservatives 2.6 1.0 2.6 10.9 10.4 13.0 59.6 6.03 1.479 
4. Natural products 1.0 1.6 2.6 3.6 8.3 6.2 76.7 6.42 1.250 
5. Products from small farms 9.8 6.7 8.3 14.5 19.2 8.8 32.6 4.83 2.009 
6. Organic labeled products 10.4 2.1 7.3 11.4 11.4 18.1 39.4 5.23 1.990 
7. Products obtain through modern 
technologies 
22.8 
9.8 
8.8 18.1 15.0 5.2 20.2 
3.89 2.170 
1 – strongly disagree, 7 – strongly agree 
  
 
For the majority of the consumers an organic 
products is one without additives (63.2% strongly 
agree, mean 6.07) and without preservatives (59.6% 
strongly agree, mean 6.03), reinforcing the idea 
underline by Meixner et al. [6].  
From here it can concluded that by general the 
Romanian consumers are not well informed about 
what  organic  products  and  agriculture  means,   in  
 
general. Furthermore the influence of the socio-
demographic characteristics on consumers’ 
perception towards organic agriculture. 
The results reveal that there is a direct link 
between the gender of the respondents and their 
perception regarding the effects of the organic 
agriculture in terms of impact of natural environment, 
used of fertilizer (Table 4). 
 
 
Table 4. Results of chi-square independence test analysis for organic agriculture 
Independent Variable Gender Education level 
Dependent Variable Χ2 (8, N=386) p-Value 
Χ2 (16, 
N=386) 
p-Value 
1. Protect the natural environment 15.555 0.049* 20.103 0.216 
2. Exploit natural resources 5.547 0.698 30.026 0.010** 
3. Use chemical fertilizers and pesticides 25.171 0.001** 29.202 0.023* 
4. Use natural fertilizers and pesticides 19.549 0.012** 20.035 0.219 
5. Low agricultural production 8.337 0.401 28.138 0.030* 
6. Can assure the need of agricultural produces at national 
level 
9.256 0.572 46.333 0.001** 
7. Suitable for small and subsistence farms 7.129 0.523 23.303 0.106 
8. High financial resources for inputs 6.063 0.640 32.565 0.008** 
9. Involve more working power than conventional 
agriculture 
10.622 0.222 31.892 0.01** 
* significant at 0.05; ** significant at  0.01 .
 
It was noticed that around 80% of the male 
respondents (from a total of 256) strongly agree that 
the organic agriculture protect the natural 
environment, compared with 70% of the female 
(from a total of 130).Around 65% of the male totally 
disagree that the organic agriculture uses chemical 
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fertilizers and pesticides, being more convinced that 
is based on natural fertilizers and pesticides (around 
44%), while only around 53% of the female 
respondents totally disagree with the use of 
chemicals in organic agriculture.  
The education level has a direct influence on 
the perception of the use of pesticides, exploitation of 
natural resources, productions and financial 
resources (Table 3).  
The persons with higher education (at least 
high school) disagree that in organic agriculture are 
used chemical fertilizers and pesticides, and with the 
fact that organic agriculture can assure the necessary 
agricultural products at national level (35% of the 
total respondents).  
An indirect link was noticed between the age 
of the respondents and their perception related to the 
use of natural fertilizers and pesticides in organic 
agriculture (r=-0.159, p=0.002). 
 
4. Conclusions 
 
1. In order to highlight the consumers 
perception towards organic farming within the North-
West Development Region of Romania, a survey 
based on questionnaire was applied on a sample of 
420 respondents, from wich 386 questionnaires were 
validated. 
2. Regarding the demographic profile of the 
respondents inolved in this study, it can been seen 
that the vast majority were male respondents (66.4%) 
The age distribution was relatively uniform between 
the age categories of 30-59 while only 9.3% of 
respondents aged over 60 years. Regarding the 
educational leval of the respondents, most of them 
graduated high school, while only 1% had no studies. 
3. The respondents agreed in vast majority that 
organic farming could not ensure nationally, the 
needs of agricultural products due to the poor 
production obtained in this agricultural system. As 
well, more than 65% of the respondents strongly 
agreed that organic farming was more appropriate for 
small and subsistence farms, than for large ones. 
4. An important percentage of the respondents 
(around 40%), didn’t agree that organic products are 
those officially certificated, having a specific label. 
For the majority of the consumers, for a product to be 
considered as organic, it must be free of additives and 
preservatives. From this statement it can be 
concluded that in general, the Romanian consumers 
are not well informed about what organic products 
and agriculture really means. 
5. The study reveals that there is an influence 
between the respondent’s socio-demographic profile 
and their perception towards organic agriculture. 
Regarding the gender, it seems that the vast majority 
of respondets who agree that organic agriculture 
protects the environment, and disagre with the use of 
chemical fertilizers and pesticides in organic 
farmincg, are of male gender. In wath concerns the 
educational leval, it can be noticed that the 
respondents with a higher education leval (at least 
high school) disagree with using chemical fertilizers 
and pesticides in organic farming, and with the 
statament that organic agriculture can be sufficient to 
ensure the necessary of agricultural products 
nationally.  
6. It can be concluded organic  food  production  
and  marketing   is   a   real   chance for our country  in 
order to  enter  the European market, by supporting  the  
promotion  and  development  of  organic  agriculture. 
This   implies   a   better acknowledgement between 
farmers, a rural   development   policy  designed    to    
encourage    rural    initiatives,  helping  simultaneously  
farmers  to  restructure their   farms   and   to   diversify   
the   range   of  products  as  well  as  penetrating  different  
markets for the marketing of organic products. 
 
References 
 
 [1]  Aertsens, J., Verbeke W., Mondelaers K., Van 
Huylenbroeck G., 2009, Personal determinants of organic 
food consumption: a review, British Food Journal, 111:1140–
1167. 
 
[2] Basha  M.B., C. Mason, M. F. Shamsudin, H. Iqbal, 
H. M. A. Salem, 2015, Consumers Attitude Towards Organic 
Food, Procedia Economics and Finance, 31:444 – 452. 
 
[3] Biao X., L. Wang, H. Yang, Y. Wang and M. Zhang, 
2015, Consumer perceptions and attitudes of organic 
foodproducts in Eastern China, British Food Journal, 117, 3, 
1105-1121 
 
[4] Crowder D.W., Reganold J.P., 2015, Financial 
competitiveness of organic agriculture ona global scale, 
PNAS,  no.112,  24:7611–7616 
 
[5]  Lee H.J., Yun Z.S., 2015, Consumers’ perceptions of 
organic food attributes and cognitiveand affective attitudes as 
determinants of their purchase intentionstoward organic food, 
Food Quality and Preference, 39: 259–267. 
 
[6]  Meixner O., Haas R., Perevoshchikova Y., Canavar 
M., 2014, Consumer Attitudes, Knowledge, and Behavior in 
theRussian Market for Organic Food, Int. J. Food System 
Dynamics, (5) 2:110-120. 
 
[7]  Ramesh S.V., Divya M., 2015, A study on consumers’ 
awareness attitude and satisfaction towards select organic 
food products with reference to Coimbatore, International 
Journal of Interdisciplinary and Multidisciplinary Studies, 
(2)4:81-84. 
 
[8]  Reganold J.P., Wachter J.M, 2016, Organic 
agriculture in the twenty-first century, NATURE PLANTS, 
2:1-8. 
44 
OROIAN Camelia et al./ProEnvironment 10(2017) 41 - 45 
 
 
[9] Rousseau S., Vranken L., 2013, Green market 
expansion by reducing information asymmetries: Evidence 
for labeled organic food products, Food Policy, 40:31–43. 
 
[10] Saba A., Messina F., 2003, Attitudes towards organic 
foods and risk/benefit perceptionassociated with pesticides, 
Food Quality and Preference ,14:637–645. 
 
[11] Sangkumchaliang P. and Huang W.C., 2012, 
Consumers’ perceptions and attitudes of organicfood 
products in northern Thailand, International Food and 
Agribusiness ManagementReview, (15)1:87-102. 
 
[12] Teng C., Wang Y.M., 2015, Decisional factors 
driving organic food consumption: Generation of consumer 
 purchase intentions, British Food Journal, (117) 3:1066-1081. 
 
[13]  Tuck S.L., Winqvist C.,. Mota F, Ahnström J.,. 
Turnbull L.A, Bengtsson J., 2014, Land-use intensity and the 
effects of organic farming on biodiversity: a hierarchical 
meta-analysis, Journal of Applied Ecology (51) 3:746–755. 
 
[14]  Wee C.S., Bin Md M.S.. Ariff, N. Zakuan, M. N. 
M.Tajudin, K. Ismail, N. Ishak, L.T. Haji, 2014,  Consumers 
Perception, Purchase Intention and Actual Purchase Behavior 
of Organic Food Products, Review of Integrated Business  
and Econmic Research, (3) 2: 378-397 
 
[15] Zander, K.,Hamm U., 2010, Consumer 
preferences for additional ethicalattributes of organic food, 
Food Quality and Preference, 21, 495–503. 
 
 
45 
